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In purchasing products with which they are unfamiliar, consumers are cautious. They must either set* the article at the retail store or purchase it subject to approval on deliv-ery. So it is with all articles whose quality is unknown to the buyer. Where inspection by consumers must precede an order, the time required to go to the retail store becomes a serious hindrance to frequency of such purchases and hence a limitation to consumption and demand. To the extent that retailers deliver goods for approval of purchasers and take them back when unsatisfactory, the costs of marketing are higher than would otherwise be necessary. This acts as a deterrent to consumption. The service of grading ami standardizing teaches the consumer by experience that certain foods and articles may be satisfactorily purchased on the basis of descriptions, trade names or brands.
In general it may be concluded, therefore, that the service of grading and standardizing benefits consumers by enabling them to secure just what they want more easily and economically than is the case when products come to them ungraded. Grading Reduces Cost of Marketing. The service of grading products economizes space throughout the* market ing system. Particularly is this the case with transporting and storing. In some lines of production, especially relatively nonperishable products, most or all of the quantity har* vested by farmers is ready for immediate use either by processors or by consumers. With perishable goods, on the other hand, a high proportion of the output is unfit for me H;H food and therefore should never go beyond the local shipping point. Again, take for example, potatoes, It. has been found that "quality and price are the two primary consideration* which count with the buyer, It is easier to sell thr hrM. jtota* toes at the top of the market than it in to sell inferior grades at a price several cents lower. The freight rate on dirt and small and unsound potatoes is the same* us on fine